The study empirically examined the product types of online shopping within a proposed model with respect to factors like personal internet awareness, product involvement, attitude and reason to shop online. Although prior research projects have examined the factors that impact the adoption of technology or Internet, there is limited empirical work in the Indian context which simultaneously captures the information on online shopping for different product types. The study found that product involvement, attitude and reason for online shopping varied with different product types.
Introduction
The Internet has paved the way for the emergence and growth of electronic business (e-business). E-business is defined as the process of using electronic technology to perform business. One of the models of e-business matrix is Business to Consumer (B2C), which refers to online shopping (Internet shopping) for consumers. Online shopping in India has grown 128 percent in 2012-2013 compared to only 40 percent the previous year 2011-2012 according to Google Online Shopping Growth in India -2013. Indians like the idea of shopping through the Internet as reported by Google India trends. From the reports of Google India trends in 2012, it has been stated that 2013 be a strong growth year for categories like apparels, accessories, baby products, home furnishings, and health nutrition. And this growth is expected to come from outside of the top eight metro cities in India (Google Online Shopping Growth in India -2013) .
A few years ago, consumers purchased clothes from malls, books from bookstores, traded stock through brokers. With the emergence of Internet and Online shopping, businesses are coming to our doorstep. A number of companies have successfully established an electronic outlet through online portals. Although previous research projects have examined the factors that impact the adoption of technology or Internet, there is limited empirical work in the Indian context which simultaneously captures information on online shopping for different product types.
Importance of the Study
Previous studies examined variables like personality traits, self efficacy, demographic profiles, technology awareness, perceived ease of use and acceptance of new Information Technology (IT) applications. In order to investigate consumer's attitude towards online shopping, we need to understand consumer characteristics. Attitude toward online shopping is defined as positive or negative feelings related to online shopping. In the Indian context there are very few researches on Online shopping with respect to product types.
The development of internet has facilitated online shopping. However, the participation in online shopping depends on different factors and product types marketed through internet.
consumer online shopping acceptance. Peterson, Balasubramanian, and Bronnenberg (1997) pointed that suitability for internet marketing depends on the characteristics of the products and services being marketed. Therefore, it is vital to consider the differences among product types to fully understand the influence of online shopping. This is especially true in the context of consumers in Tier-II cities in India, where the consumers are less familiar with online shopping. Therefore the purpose of this study was to explore the influence of product types on consumer's attitude towards online shopping.
Literature Review
Zuroni and Goh (2012) studied the factors influencing online shopping. The main purpose of the study was to determine the factors influencing consumers' attitude towards e-commerce purchases. The findings revealed that there was no significant difference in attitude towards online shopping among age group (but there is a significant difference in attitude towards online shopping among income group. The study assessed the relationship between independent variable such as e-commerce experience, hours spent on internet, product perception, customers' service and consumers' risk and dependant variable such as attitude towards online shopping. The findings revealed that there was a significant relationship between e-commerce experience and attitude towards online shopping among the respondents. The study also indicated that there was a significant relationship between product perception and attitude towards online shopping among the respondents and there was also a significant relationship between customers' service and attitude towards online shopping among the respondents. The study also showed that there was no significant relationship between consumers' risk and attitude towards online shopping among the respondents. Swaminathan, Lepkowska-White, & Rao (1999) assessed whether customers are motivated by convenience or the social interaction associated with shopping. The respondents were asked whether they preferred dealing with people during shopping or affected by convenience of the shopping mode. The study shows that consumers who are motivated by convenience are more likely to purchase online. Those who value social interactions are less interested in the Internet use for shopping.
Jongeun Kim (2004) explored the attitudes of respondents towards purchasing products on the internet. The purpose of the research was to explore the differences between four potential groups of web users (the non-web user, the user who only visits web stores with no intention to buy, the internet browser who has an intention to purchase online but has never done so and the person who has made an online purchase). The study focused on understanding the differences among the four groups in terms of demographics, technology use and access and current attitude towards online purchase. The study concluded that the consumer factor showed a strong relationship in predicting online purchase intention and behavior while the marketing factor showed a moderate relationship. The study also reveled that the consumer attitude factor was a more significant predictor of internet purchasing than their demographic characteristics such as gender, ethnic profile and income. Ramayah & Joshua (2010) investigated online customer service, perceived ease of use and intention to shop online. Using Technology Acceptance Model (TAM) as a basis, the study observed customer service, perceived ease of use of the application on the intention to engage in e-shopping. The study revealed that perceived ease of use was a mediator between online customer service and intention to shop online. When online customer service and perceived ease of use was regressed together on intention to shop online, it was found that perceived ease of use significantly influenced intention to shop online (p<0.01). Carol & Jay (2002) indicated that shoppers who browse or purchase on the Internet had different perception of convenience. Some shoppers clearly want to purchase in the store setting and reject multiple forms of non-store shopping. Others like to browse various non-store media and have extended their browsing to the Internet, yet maintain their loyalty to in-store purchases. Bill et al (2005) analyzed whether consumer's perceived risk of Internet shopping and experience were associated with online shopping behavior. The study measured perceived risk areas like inability to inspect product, inability to compare products, risk of credit card use, and risk of compromising on personal information. It was observed that perceived negative consequences of Internet shopping, specifically product and privacy risk and the loss of social interaction are closely associated with online purchasing behavior. Perceived risk seemed to obstruct Internet users from shopping frequently. Sandra et al (2006) investigated the perceived benefits and risks of online shopping. The objective of the study was to investigate perceived benefits and risk, develop scales to validate with online shoppers. Two scales were developed to examine the role of perceived benefits and perceived risks, as well as the trade-offs that occur in consumers' decisions to shop online. The study stated that consumers select retail outlets that meet their expectations for dominant shopping motives and pursue value from the shopping experience, suggesting that consumer's trade-off perceived benefits and risks in forming an intention to purchase online. It was found that the risk concerns were diminishing with increased online shopping experience, while perceived benefits were becoming increasingly important.
Previous studies indicated that in terms of motivators to shop online, the consumers highlighted cash back guarantee, ability to give cash on delivery, fast delivery, great deals and access to branded products were highlighted amongst the benefits of shopping online (Google India 2013). The number one factor that discouraged consumers from shopping online was inability to feel the products before purchase, fear of damaged products, fear of sharing their personal and financial details online and the inability to bargain were cited among the other reasons (Google India 2013) Rose Sebastianelli, Nabil Tamimi and Murli Rajan (2007) studied the US online consumer's perceptions regarding the quality of online shopping experiences. The research examined whether the frequency with which they purchase products online and the types of products they purchase affect their perceptions of internet retailer quality. In the study, the quality of online shopping is measured using a set of items that represent the four phases encountered when shopping via the Internet: (1) the retailer's homepage, (2) online product catalog (3) order form and (4) customer service and support. The study revealed that frequent online shoppers consider both reliability and product content significantly more important than infrequent online shoppers; ordering services is significantly more important to infrequent online shoppers. With regard to product type, they found some significant differences between online shoppers who purchase "search" versus "experience" products. Specifically, those who purchase experience products online rate ordering services and product content significantly more important than those who buy search products.
Girard (2003) examined whether the relationship of demographic variables, shopping orientation, purchased preference on the internet vary by the product type. The products employed in the study were classified into four categories; search (books, toys), two types of experience (Clothing, perfume, cell phone and televisions) and credence (vitamins and water purifiers) products. It was found that the relationship of shopping orientation and purchase preference significantly vary by product category. The convenience orientation positively influenced shopping online for experience-1 (t = 4.26, p < 0.01), experience-2 (t = 1.99, p < 0.05), and credence (t = 2.95, p < 0.01) product categories. The study indicated that convenience orientation was a stronger predictor for preference to shop on the Internet for the experience-1 products such as clothing and perfume. The recreational shopper orientation was a stronger predictor for preference to shop on the Internet for the experience-2 products such as cell phones and televisions. In addition, convenience and recreational shopper orientations were equally strong predictors for preference to shop on the Internet for the credence products such as vitamins and water purifiers. Lian and Lin (2008) studied four different products that included Books, Online magazines, TV gaming system and computer games. The research indicated that individual privacy concerns negatively influenced consumer attitudes toward buying books online. The analytical results indicated that individual privacy concerns negatively affected attitudes toward online purchases of TV gaming systems. For online news and magazines, only product involvement significantly and positively affected attitudes toward purchasing behavior. The perceived Web security and product involvement were found to positively affect attitudes toward online purchases of computer games.
Product Classification
Previous research has grouped products based on search, experience and credence ((Nelson, 1970 ((Nelson, , 1974 . In the context of Internet, Peterson et al. (1997) proposed a more relevant classification system for classifying products for online.
The system designed by Peterson et al. (1997) is based on the following three dimensions:
Cost and purchase: from inexpensive, frequently purchased goods to expensive, infrequently purchased goods.
Value proposition: follows the product value proposition, and classifies the products as either tangible and physical products or intangible services.
Degree of differentiation: degree of product differentiation and enables the businesses to create competitive advantage. The three dimensions are illustrated in Table 1 . For the purpose of study, four products (Books, E-tickets, Insurance and Computers) have been considered based on Peterson et al. (1997) to evaluate consumer's attitude towards online shopping.
Factors Considered for the Study
Based on the above discussion, an integrated model including four factors and four products were proposed and tested for this study. The descriptions of the factors are listed below:
Personal Internet Awareness: Consumer attitude towards online shopping is affected by internet awareness as users with high level of awareness about technology and internet are more likely to use online shopping. This is considered based on the Personal innovativeness of information technology (PIIT) defined by Agarwal and Prasad (1998) as ''the willingness of an individual to try out a new Information Technology''.
Product Involvement: Product involvement reflects the relevance and interest of the consumer with a product. Zaichkowsky (1985) defined involvement as a person's perceived relevance of the object based on inherent needs, values, and interests. Product involvement has been measured by Likert statements that were thought to study the underlying concept-for example, the product means a lot to me, it matters to me, or the product is important to me. Lastovika (1979) analysed the homogeneity of consumer acquisition within a set of diverse product classes. The degree to which product involvement was related to levels of acquisition behavior was examined.The study revealed that across the seven products used in the research, consumers could generally be classified as more or less active in their acquisition behavior (Lastovicka, 1979) .
Attitude towards online shopping: The attitude to shop online depends on the liking and interest of consumers. If customers like to buy online and find online shopping interesting they will increase buying online. Jarvenpaa et al. (2000) tested a model of consumer attitude towards specific web-based stores, in which perceptions of the store's reputation and size were assumed to affect consumer trust of the retailer. The level of trust was positively influenced the attitude toward the store, and negatively influenced the perception of the risks involved in buying from that store.
Perceived benefit or intention to shop online: The reason to shop online varies from consumer to consumer depending on the product they intend to shop online. Previous research examined perceived benefit in the context of intention to shop (Batra & Ahtola, 1990) . The research included functional intentions like variety, price and convenience. According to the Theory of Reasoned Action (TRA), a shopper's intention to buy is preceded by the shopper's attitudes toward the purchase (Jarvenpaa et al. 2000) . Thus, a positive relationship is expected between attitudes towards online shopping of a product and reason to buy online.
Research Model
Based on the different factors in the literature review, product classification table proposed by Peterson et al. (1997) and Technology Acceptance Model (TAM) (Davis, 1989) , an integrated model involving the key factors is tested in this study. TAM is widely used in understanding consumer behavior in technology usage. The TAM is designed for information system to study user's acceptance and usage of new technology. Although the model has been widely used as a theoretical framework in the recent studies to study technology acceptance, including the World Wide Web (WWW) and internet based system Park et al. (2001) , there are not many research that www.ccsenet.org/ijms International Journal of Marketing Studies Vol. 5, No. 5; 2013 includes product involvement. The current study employs TAM's belief-attitude-intention-behavior relationship in the context of the products selected for the study. Figure 1 . Product involvement research model
Objectives of the Study
Considering recent trends and the growth of ecommerce market in India four familiar products that fit into the product classification table of Peterson et al. (1997) were considered.
The key objectives of the study:  To investigate the socio-demographic profile and personal internet awareness of consumers  To examine the product involvement and consumer attitude towards online shopping for each product  To investigate the intention to shop online for each product
In this scenario, the following hypotheses have been framed: H1a: Product involvement will differ for each product type.
H 1 b: Attitude towards online shopping will differ for each product type.
H 1 c: Intention to shop online will differ for each product type.
H 1 d: Relationships between consumer attitude towards online shopping and product involvement will differ by product type.
H 1 e: Relationships between consumer attitude towards online shopping and intention to shop differ by product type.
Methodology
In due consideration of the above mentioned questions, the following methodology has been adopted for conducting the present study. The study is predominantly empirical in nature as it explores relationships among variables. Primary data was collected from Nov 2012 to Mar 2013. The current study includes sample respondents selected from among the internet users in Coimbatore city.
Sampling Procedures
Coimbatore city in Tamilnadu is a hub of Industries and reputed Educational Institutions. It is also an emerging IT and IT enabled services sector in India, with the IT SEZ (Special Economic Zone) located in the heart of the city. Hence Coimbatore city has been purposively chosen for the study. Creating a survey for internet shoppers presents a unique problem of identifying the respondents. Since there is no central repository of all internet shopping site visitors and online shoppers easily available, getting the sample frame is not feasible practically.
Therefore the researchers had to go for non-random sampling. The online buyer still represented only a small number of online users and given that today's college students, and professionals represent a significant part of the online buying consumers, a purposive sample of students, professionals and respondents familiar with online Vol. 5, No. 5; 2013 shopping interactions served as the sample respondents. A total of 125 respondents surveyed for this study.
Survey Instrument
The instrument was created using a five point Likert scale (strongly disagree=1, disagree=2, neither agree nor disagree=3, agree=4, strongly agree=5).
The questionnaire was first pre-tested among a convenience sample of colleagues and friends drawn from the general public. The 30 respondents in this test sample were asked to provide comments on the relevance and wording of the questionnaire items, length of the survey, and time taken to complete it. Based on the feedback received, the questionnaire layout was modified, and the questions were reworded to improve clarity.
Products Employed
The study has employed the product classification model proposed by Peterson et al. (1997) . For the purpose of study, four products have been considered to evaluate consumer's attitude towards online shopping. Books were considered for tangible, low cost, frequently purchased products. E-tickets were considered for intangible low cost, frequently purchased products. Computers were considered for tangible, high cost, rarely purchased products and Insurance were considered for intangible high cost, rarely purchased products.
As Indian ecommerce market is still in growing phase, the degree of differentiation of products proposed by Peterson et al. (1997) was not taken into account. The products employed were carefully chosen to reflect online shopping market. The recent report published by Nielson (2010) , stated that the top five products or services the global consumers expected to purchase online were Books, Clothing or accessories or shoes, airline tickets, electronic equipment, tours or hotel reservations.
Scales Used
The questionnaire included sections on personal information, awareness, product involvement, attitude towards shopping and perceived benefit. These items were selected from previous related research and subsequently modified for this study. 
Test of Reliability
The questions pertain to (a) awareness about internet usage (b) factors favouring different product types and (c) perceived benefits and attitude towards online shopping. Reliability analysis has been conducted by collecting data from 30 sample respondents during pilot study.
The reliability statistics of Cronbach's alpha were calculated and the results are detailed in table below. .898
Since the coefficients are above 0.70, the scales are considered to be fairly reliable.
Research Findings
The demographic variables age, gender, education, occupation, marital status, living in Coimbatore and average purchase are listed in Table 4. www.ccsenet.org/ijms
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Demographic Characteristics
The findings indicated that the majority of respondents were females (72%), married (77%), between the age of 35 to 44 years old (60%), post graduate or more (50%), and occupation of professional and business (32% and 35% respectively). Most of the respondents in the income group of Rupees 25001 to 55000 (45%) and an average purchase of 1-5 times (56%). 
Personal Internet Awareness
The results of personal internet awareness revealed a mean score of 4.3 for using the Internet to do shopping. The interaction with World Wide Web is clear and understandable with a mean score of 4.3 (Strongly Agree). 
Product Involvement-Needed Products
The findings revealed that E-tickets has been marked as a needed product or service with a highest mean score of 4.2, followed by Books with a mean score of 3.8. 
Product Involvement-Interesting
The findings revealed that Books are interesting to shop online (4.2), followed by Computers (4.1), E-tickets (3.6) and Insurance (2.7). 
Factor Analysis of Product Involvement
Factor analysis report indicates eigenvalue greater than one for Books and E-tickets, where the respondents indicated that the products are important. The value is greater than one for the statement 'For me the products are needed'. This factor explained 52.42% variance for Books (eigenvalue 2.62). 
Attitude towards Online Shopping
The findings revealed that respondents like buying E-tickets (4.6) and Books (3.7) than Computers (2.8) and Insurance (2.2). Also, the respondents intend to finish the buying process totally online for E-tickets (4.4) and Books (3.6).
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Reason to Shop Online
The findings revealed that respondents find cheaper products online for E-tickets (3.1) and Insurance (3.2). The respondents save time by buying online for E-tickets (4.8), Books (4.6), Insurance (4.0) and Computers (4.3). It has been stated that it is easier to compare prices for Computers (4.5) and E-tickets (4.3).
There is more choice available online for Books (4.5) and E-tickets (4.0). The respondents were able to find product reviews of other customers for Books and Computers (4.4). 
Product Wise-Mean Ratings
The mean score for each product for product involvement, attitude and intention to shop online is given in Table  11 . The hypotheses H1a, H1b and H1c are supported for difference in the scores for each of the product. 
Correlation Analysis
A Pearson product-moment correlation coefficient was computed to assess the relationship between product involvement and attitude towards online shopping. There was a positive correlation between the two variables for Books, E-tickets and Computers. The hypotheses H1d and H1e are supported as the relationship between the variables differ for each product type. From Table 12 , it can be concluded that consumer's attitude towards online shopping is influenced by product involvement and intention to shop online. The correlation coefficient was computed to assess the relationship between awareness and attitude towards online shopping. There was a positive relationship between Internet Awareness and attitude towards online shopping for Computers (.804**). There is no significant positive relationship between product involvement and attitude towards online shopping for Insurance.
Conclusion
The study examined how the factors of user acceptance of online shopping differ according to product or service type. Based on the findings of the study, it can be concluded that products or service type influence the relationship between factors and consumer's attitude towards online shopping. Consistent with previous research, this study found that product involvement, attitude and perceived benefit in online shopping varied with different product types.
The key findings of the study were:
The majority of respondents were in the age group of 35 to 44 years old (60%) with an average purchase of 1-5 times (56%). It has been indicated that the respondents could easily use the web to find information on a product or service (highest mean score of 4.5).
Books and E-tickets had high product involvement among the four products researched. Since Books are low cost, frequently purchased product, consumer's have positive attitude towards online purchasing of Books. Girard (2003) indicated that convenience orientation was a stronger predictor for preference to shop on the Internet. In consistent with the previous research, the respondents have exhibited positive attitude towards online buying of Books (4.5) and E-tickets (4.6) as it is convenient to shop online. Also, it is indicated that the consumer's intend to finish the buying process totally online for E-tickets and Books (4.4 and 3.6).
The reason to shop online has significantly varied between different products examined in the study. The respondents save time by online buying of E-tickets (4.8) and Books (4.6). Though the reason to buy Insurance online was to save time (4.0), the intention to finish buying Insurance totally online was less (2.3). It has been stated that it was easier to compare prices for Computers and E-tickets. Since Computers are high cost, tangible products with more features to compare, the intention to finish buying online was less for computers. It has been stated that there was more choice available online for Books (4.5) and E-tickets (4.0). The respondents were able www.ccsenet.org/ijms International Journal of Marketing Studies Vol. 5, No. 5; 2013 to find product reviews of other customers for Books and Computers (4.4).
Prior studies indicated that product involvement and attitude towards online shopping was different for each product type (Ellisavet 2011). It was found that intangible products like subscription and E-tickets had greater product involvement, followed by E-tickets (Ellisavet et.al 2011) . In the present study the respondents have indicated that it is more convenient to buy E-tickets and Books online. There is a positive relationship between product involvement and attitude towards online shopping for Books, E-tickets and Computers.
The findings of this study are limited to only one product for each product category considered for the research. Future research can include more products to study the influence of different factors on consumer's attitude towards online shopping. Furthermore, future research can identify the differences between online shoppers and non-shoppers in different trait levels.
